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Every noZ and then, disciSlines are radically revised thanNs to the intro�
duction of neZ Saradigms and theoretical or methodological currents� At this 
very moment, big data and data analytics Sillars are turning uSside doZn the 
foundation of our disciSline, from management, data analysis and interSreta�
tion SersSectives �Kitchin and McArdle, ������ These neZ methodologies are 
usually counterSosed to more traditional ones ± Zith the e[treme oSSosite be�
ing Tualitative data born from ethnograShic research ± that try to defend their 
value in terms of comSlementarity Zith resSect to Tuantitative data that aim to 
better understand consumer behavior �:ang, ������ 

:e are Zitnessing a transformation in our marNeting deSartments through 
the generation of neZ content, Srograms and degree courses that can better 
Srovide the comSetencies noZ reTuired in the job marNet, Zhich asNs for a 
more Tuantitative and multidisciSlinary outlooN caSable of confronting var�
ious business roles� Research needs to oSen uS to neZ methodologies, ones 
that are able to taNe advantage of these neZ oSSortunities, in order to under�
stand our digital society� The current debate on Zhich method should be con�
sidered the most aSSroSriate to aSSroach marNeting research ± and thus hoZ 
to transfer its NnoZledge to our students ± is not a trivial one� :hen a neZ 
Saradigm emerges along Zith neZ resources, it is imSortant not to fall into 
the mistaNe of focusing on its myth and believing it to be the best and only 
means by Zhich to observe our reality�  

In a very detailed Zay, ThomSson �forthcoming� shoZs the Sarado[ of the 
big data ³myth´� :hile acNnoZledging its imSact and its value comSared to 
Srevious Tuantitative Sredecessors �i�e�, geodemograShic segmentation sys�
tems and Bayesian analyses of scanner data�, he e[Slains in a clear and in�
deSth Zay hoZ big data analytics fails in understanding the neZ structures of 
the marNets �e�g�, hybrid economies, Slatform caSitalism, emergent marNets, 
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unorthodo[ use of brand and brand meanings� and ³directs marNeters¶ atten�
tion aZay from this sZeeSing structural comSle[ity, suggesting instead that 
the socio�technical innovations that Sroduce these voluminous, heterogenous 
interlinNed databases do nothing more than leave a comSrehensive digital 
ledger of real�time consumer behavior and reveal Sreferences´� 

The outcome of this hegemony is the risN of overestimating the caSability 
of big data analytics to interSret consumer behavior and underestimating the 
role of other Sillars of the marNeting disciSline� For the big data myth, the 
digital technologies Srovide the Slatform and the stage for consumers¶ ac�
tions, decisions, and Sreferences in a Zay that can be easily traced and meas�
ured� For the oSSosing tradition of the ³thicN data´ SersSective, it is reduc�
tionist to measure analytically something that is emotionally and culturally 
multifaceted �ThomSson, forthcoming�� SuSSorters of the ³thicN descriS�
tion´ are struggling to defend their value against Tuantitative data �:ang, 
������ Their strategy, hoZever, may be ineffective, as it aSSears as a mere 
comSarison of comSeting sets of techniTues and methodologies and not as 
fresh and comSelling Zays of looNing at consumers� :hat ThomSson �forth�
coming� suggests, esSecially to the different grouSs of culturally�oriented 
marNeting scholars ± and that I e[tend as a general recommendation to other 
subfields ± is to Sromote a different ontological frame, able to Srovide a com�
Srehensive and accurate overvieZ of the neZ Ninds of emergent and hybrid 
marNet structures� This could be fruitful both in the academic and aSSlied 
conte[ts, in both culturally and Ssychologically related issues, and could helS 
managers and researchers to understand hoZ socio�technical infrastructures 
shaSe consumers¶ behavior, hoZ everyday Sractices are shaSed by technol�
ogy and hoZ technology ZorNs in a given Zay� 

Streams of research and eSistemologies survive Zhen they are able to 
Srovide a solid argumentation and good ansZers to neZ Tuestions� Are Ze 
sure that techniTues are enough for this Nind of job" :hat the field of mar�
Neting needs is multiSle and comSeting ontologies, able to e[Slain hoZ con�
sumers build their identities, hoZ the marNets are shaSed, and Zhere and hoZ 
the SoZer can be located� If Ze overcome the narroZ vieZs of just ³measur�
ing,´ Ze can consider that there is the Sossibility of including multiSle tech�
niTues even in different ontologies� Relying on the Sarallel conceSt of Fou�
cault¶s analytics of SoZer ������, ThomSson �forthcoming� SroSoses to use 
the idea of the analytics of market assemblages, as in his vieZ it is caSable 
of including and e[Slaining the role of big data� +e Zrites� ³From a marNet 
assemblage standSoint, big data are the digital traces of consumers¶ mobiliz�
ing �and simultaneously being mobilized by� a netZorN of marNet�mediated 
actants and these territorialized figurations need not e[tend beyond the Sar�
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ticular netZorN of relationshiSs in Zhich they are assembled´� This SersSec�
tive Suts emShasis on movements, relationshiSs, floZs, mobilities, e[Seri�
ences, and object�centered vieZs rather than consumer�centric ones, and aS�
Sears suitable for studying SoZer relations and the norms of reciSrocity� 

A similar suggestion ± to develoS strong and solid ontological Sillars that 
can Srovide a comSrehensive understanding of the digital Zorld ± can be 
e[tended to the marNeting field in general and not limited to the culturally 
oriented grouSs of researchers that, at first sight, aSSear to be the ones more 
³endangered´ by the big data Zave� Any subfield, at this Soint, reTuires a 
neZ Zay of looNing at the marNet, its structures and the relationshiSs betZeen 
the different actors� 

Along Zith this argument, though, another issue intertZines Zith it and 
maNes it even more challenging� 2n a different ontological level, Ze are also 
interrogating ourselves on the contribution that marNeting in general is Sroduc�
ing for our society and, in Sarticular, its efficacy in generating theories, 
NnoZledge and managerial imSlications able to really better consumers¶ lives 
�:eingarden, ������ 2ur disciSline is reTuired to develoS neZ research instru�
ments and to adoSt neZ SersSectives enabling us to observe and interSret rele�
vant Shenomena, not just original ones �Friedman, ����� CamSbell, ������ 
Above all, Zhat is needed is a novel focus on the individual, aimed at researching 
hoZ to resolve central Sroblems for human beings and society at a large not just 
for the academic Zorld �e�g, Inman, CamSbell, Kirmani and Price, ������ 

This neZfound tension toZard the focus on the individual and his or her 
needs has imSortant imSlications, esSecially in consumer research, its Sriori�
ties, goals and boundaries� It is believed that too much emShasis has been Sut 
on the search for neZ results, the Sroduction of neZ theories and the Sresenta�
tion of neZ conte[ts, Zithout considering the relevance of their originality 
�CamSbell, ����� Shavitt, ������ Therefore, no long�term Srograms have been 
created for the Sromotion of more Srogrammatic research aSSroach, the only 
tySe caSable of Sroducing true scientific NnoZledge�  

The invitation to adoSt neZ methods and SersSectives, alloZing the un�
derstanding of Shenomena and behaviors Zith a more critical aSSroach, aims 
to call uSon relevant and rigorous research caSable of generating social im�
Sact� These calls have also been made at the international level in tZo of the 
most imSortant journals in the field, the Journal of Marketing and the Jour-
nal of Consumer Research� This toSic is no longer limited to discussion in 
small grouSs �e�g�, Transformative Consumer Research Group�, but also dur�
ing the annual conferences of the AMA� They affirm emerging voices sSeaN�
ing from multiSle Soints of vieZ� from the consumers themselves, Zho asN 
to be heard by comSanies, to various authors SroSosing to reframe the Zay 
consumStion has been studied, Zhich has underestimated the Zeight given 
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to Sractices comSared to more cognitive dimensions related to the sShere of 
decision maNing� If heard, our disciSline Zould benefit from these voices, 
since it could receive insSiration from real Sroblems, reSlicating and inter�
ceSting Tuality data in every domain, Zhatever its nature� 

From this Soint of vieZ, marNeting research in Italy has multiSle oSSor�
tunities� It can folloZ the emerging trend or turn toZard a future based on 
courage of e[Sloring multiSle ontologies able to confronting each other rig�
orously and critically on their caSability to generate social value� 
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